This paper aims to understand how Internet users may improve their social capital by investing in online social activities. We argue that the Internet can be a convenient and efficient means of maintaining existing social ties and/or of creating new ties. We seek to identify the determinants of online investments in social capital and the nature of the interaction with traditional forms of investment in social capital. Using a Luxembourg household survey, the econometric results reveal a significant positive impact of volunteer activities and trust (two measures of social capital) on online investments to maintain social capital, but more ambiguous results are found between online investments and face-to-face contacts with friends. By contrast, online investments to create new ties are poorly related to the Internet users' existing social capital, but depend on the opportunity cost of time.
Introduction
Sending and receiving e-mails is the most frequent use of the Internet. Internet users, via e-mail, Instant Messaging or social network platforms communicate not only with their family, friends or colleagues, but also with anonymous people. The Internet is actually a new means of communication and socialization that can supplement face-to-face or telephone contacts. But the Internet may isolate individuals and reduce the time spent participating in social activities, especially if Internet users are mainly engaged in solitary usage (web-surfing, news reading, etc.). For example, Paul Attewell, Belkis Suazo-Garcia and Juan Battle (2003) showed that adolescents with a home computer spend less time practicing sports or playing outside. Moreover, virtual sociability is not really equivalent to traditional sociability: face-toface interactions are typically richer than virtual interactions by e-mail, chat or instant messaging.
Whether Internet use increases or decreases sociability has important consequences for the building and maintenance of social capital. Social capital refers to the individual's collection of social ties that provides access to resources, information or assistance and from which one can derive market and non-market benefits (better social status, better educational and professional achievement, more happiness…). This article aims to understand how Internet users may enhance their social capital by investing in online social activities. Several studies have examined the influence of social capital and social support on Internet usage (Agarwal, Animesh and Prasad 2005; Goldfarb 2006; DiMaggio et al. 2004 ). Austan Goolsbee and Jonathan Zittrain (1999) , for example, find that people are more likely to shop online if much of their social network (friends and family) does likewise. This article is not intended to measure the impact of social capital on Internet usage, but rather how Internet use can affect the building and maintenance of social capital. In particular, we want to understand whether investing online in social capital is a substitute or a complement to traditional investments in social capital (face-to-face contacts and volunteer activities).
This issue is critical because if online and traditional investments are complementary, then Internet users could accumulate more social capital than non-users. As Internet users tend to have higher social capital than non-users, the digital divide may increase the inequalities in social capital (Quan-Haase and Wellman 2004 , Di Maggio et al. 2004 , Katz and Rice 2003 Hargittai 2002) .
Norman H. Nie, Sunshine Hillygus and Lutz Erbing. (2002) who give evidence of substitution effects between the daily time spent online and in face-to-face interactions.
Following Robert D. Putnam (2000) , Barry Wellman et al. (2001) distinguish three forms of social capital: network capital (informal relations among friends, neighbors and colleagues), participatory capital (involvement in politics and voluntary organizations), and community commitment (trust and engagement toward the community). Using U.S. data, they find that Internet use supplements network capital and increases participatory capital, yet undermines community commitment.
3 Liesbet Zoonen et al. (2003) also report contrasting effects of Internet use on individual social capital, finding no correlation with participatory capital (involvement in voluntary organizations), but a limited negative correlation with community commitment (volunteer work, religious activities, charities). Similarly, James E. Katz, Ronald Rice and Philip Apsden (2001) conclude that Internet users are more heavily involved in voluntary organizations. Moreover, longstanding Internet users have larger social networks than either non-Internet users or more recent users.
Most of the aforementioned studies indicate the existence of interaction between
Internet use and social capital, although causation is often ambiguous. In the remainder of this article, we focus on online investments in social capital and attempt to understand empirically the determinants of such social activities. For this purpose, we use data from a Luxembourg household survey and estimate several probit models (discrete choice models) to find the drivers of online investments in social capital. The dataset has several advantages. First, the survey is part of the European Social survey, funded by the European Commission and has close similarities with the US Generalized Social Survey. It thus provides detailed and accurate measures of sociability and social capital (Reeskens and Hooghe 2008) . 4 Second, Luxembourg is a small, highly-developed European country that is well-representative of Northern Europe's population. 5 The penetration of the Internet in Luxembourg is among the highest in Europe and is comparable to the levels observed in the United States. 6 Third, the survey was conducted face-to-face and collected high quality and reliable responses. Finally, data enable us to distinguish between the two main motivations for investing in social capital online: maintaining existing ties and creating new ties.
The econometric results suggest that people characterized by a high level of participatory capital (memberships and volunteer activities) and community commitment (trust in others) are more likely to use the Internet to maintain existing ties with friends and family. By contrast, online investments to create new ties are poorly related to the Internet user's social capital stock, but depend more on her opportunity cost of time and IT skills.
Finally, people with geographically dispersed families tend to maintain existing ties by means of the Internet. Computer-mediated communication actually serves to relax cognitive, spatial and temporal constraints that people face in building and maintaining their social networks.
In the next section, we clarify the concept of social capital and then propose a theoretical framework for analyzing the potential effects of Internet use on individual social capital. Section 3 presents the database and the econometric models used to test our hypotheses. Section 4 discusses the econometric results. Section 5 concludes.
The conceptual framework
Social capital as an individual attribute
The concept of social capital was initially developed by sociologists (Bourdieu 1980; Coleman 1988 , Burt 1992 ) and has since been extended to other social sciences, especially economics. 7 Actually, social capital is a multiform concept without a consensus definition among social scientists (Durlauf 2002; Manski 2000) . First, social capital can be defined as a community-level feature. Each group or community is characterized by a level of social capital that tends to be correlated with the degree of trust among community members (Bowles and Gintis 2002) . According to Francis Fukuyama (1999) , "social capital can be defined simply as an instantiated set of informal values or norms shared among members of a group that permits them to co-operate with one another. If members of the group come to expect that others will behave reliably and honestly, then they will come to trust one another.
Trust acts like a lubricant that makes any group or organization run more efficiently".
8 By contrast, an individual level approach to social capital assumes that each individual is characterized by the number of trusting relationships and social ties "in which she is involved and where she has access" (Laumann and Sandefur 1998) . Social capital is an individual attribute that enables people to draw on resources from other members of the networks to which they belong and to obtain greater monetary and non monetary benefits from social interactions with others, such as valuable information, better working and living conditions, better social status, happiness or self-esteem (Glaeser et al. 2002) . The individual will accumulate social capital thanks to her intrinsic aptitudes (charisma, leadership abilities…), and by investing to maintain and expand her social network. Such investments are costly in terms of time, effort and monetary resources; they can consist of joining an association, a club, a political party, or simply meeting friends, or organizing a dinner party.
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These investments foster social ties with helpful or influential persons. We focus here on this individual approach to social capital.
Research hypotheses
From a microeconomic perspective, the decision to invest in social capital is a tradeoff between the expected benefits and costs. As in the case with physical capital (Becker 1964) , the individual will continue to allocate resources to such social activities as long as the marginal benefits exceed the marginal cost.
Two types of online investments can be considered: investments to maintain social capital and investments to create new social capital. The maintenance of existing social capital consists in avoiding the depreciation of social capital. Indeed, as with physical capital, social capital tends to depreciate over time if the individual does not manage her social capital, even if the depreciation rate is much lower than for physical capital (Sobel 2002) .
The expected cost of building and maintaining social capital largely depends on the individual's skills and intrinsic abilities. For online investments in social capital, the cost should decrease with the individual's experience using information technology (computer and Internet skills). Indeed, IT-skilled people have lower cost barriers in adopting Internet applications to communicate and manage social ties (Hargittai 2002) . These arguments lead to the following hypothesis:
Hypothesis 1: IT-skilled people are more likely to use the Internet to maintain and expand their social capital An important parameter that may affect the cost of online investment in social capital is the opportunity cost of time. This cost is generally measured by the wage or income that the individual can expect from working instead of using the Internet. This depends on occupational status. A high opportunity cost of time favors investing online because the Internet is a time saving technology for interacting with one's social network. For example, email can efficiently replace time-consuming meetings. Moreover, the Internet enables one to send the same message to many friends or to all the members of an organization and provides greater ability to manage her social network through social platforms such as Facebook (Boyd and Ellison 2007) . In other terms, the Internet increases the productivity of many social activities. With the same amount of resources and time, people can be involved in more organizations and maintain more social ties, even if the quality and the expected return of such investments is lower than with face-to-face investments.
Hypothesis 2: People with a high opportunity cost of time are more likely to use the Internet to maintain their social capital.
Whereas a high opportunity cost of time creates incentives to maintain existing ties using the Internet, it may also have negative effects on the creation of new virtual ties. Avi The latter hypothesis highlights the fact that the Internet may be a convenient and efficient means of enhancing individual social capital that supplements face-to-face investments for those who are rich in social capital (Kraut et al. 2002; Zhao 2006 In the next sections, we test the hypotheses that an Internet user has a higher propensity to improve her social capital by means of the Internet if she has IT-skills and a rich collection of social ties or has experienced geographical mobility in the past. We estimate the determinants of online investments for a representative sample of Internet users living in Luxembourg. We start by presenting the data, the methodology and the variables used in the econometric models.
Method and data

Data collection
The data come from a survey conducted in Luxembourg between April and August 
Technical details of these surveys
The sample was extracted from the registration file of the Inspector General of Social Security (IGSS) that covers 91% of the population living in Luxembourg. The sample selection method was implemented in two phases. First, a random stratified sample of fiscal households was selected based on three criteria: the number of household members, (1, 2, 3 or more), the professional status of the head of household and the health insurance agency where the head of household is registered. Our sample comprised of 5,033 fiscal households. The unit of observation is the fiscal household, yet individual-level data were also collected. In the second phase, the Kish method was employed to select an individual between 16 and 74 years old within the surveyed household to be the household respondent (the individual whose birthday was closest to the first of January). 1,554 respondents 
Balancing the sample
The sample-balancing step was performed to reduce the bias arising from a lack of homogeneity between the population and the responses, in addition to improving the representativeness of the 1,554 respondents. The weights of each individual were determined according to the CALMAR procedure ("calibration" method at the margins). This method consists in balancing the sample using additional information or "calibration" variables (gender, age or professional status).
Our survey provides detailed information on Internet usage. In particular, Internet users were asked whether the Internet has enabled them to increase or intensify contacts with relatives (INTENSIFY), to renew contact with old friends (RE-TIE), to get to know new people (KNOW) and/or to physically meet people met online (MEET). 10 Among the 1,554
respondents, 31% acknowledged that they experienced at least one of these 4 situations. If we restrict the sample to Internet users, 61% reported that their social capital was improved by the Internet. Each situation can be analyzed as a form of online investment in social capital.
The first motive for online investment is to maintain social capital (INTENSIFY).
Such investment can be interpreted as a strong-tie investment because it strengthens ties with friends or family. RE-TIE is also a form of social capital maintenance because the Internet is used to renew ties with relatives or friends who have been out of touch.
The outcome of KNOW and MEET investments is the creation of new social capital.
A large part of this social capital corresponds to weak ties, but some virtual ties can become strong ties, especially when they lead to face-to-face meetings. 51% of Internet users reported investments to maintain social capital (i.e. 41.1% for INTENSIFY and 31.3% for RE-TIE), and 34% of Internet users reported making investments to create new social capital (32.6% for KNOW and 19.8% for MEET).
The econometric model
The objective ε is the random error term (normally distributed), x i is the set of independent variables that explain the investment decisions (demographics, skills, existing social capital…) and β is the vector of coefficients. Thus the probability or likelihood that an Internet user i invests online is given by
where F is the cumulative function of the normal law.
And the likelihood function is given by 
The interpretation of estimated coefficients is straightforward. If the coefficient of a variable is significantly positive (negative), this indicates that the variable has a positive (negative) effect on the probability of investing online. But the Probit coefficients don't provide a direct quantitative measure of this effect.
We now describe the dependent and independent variables introduced in the probit model.
Dependent variables
To analyze the determinants of online investments in social capital, we estimate a probit model for each of the four online investment patterns: i.e. investments to strengthen ties with close friends and family (INTENSIFY), to renew contacts with friends (RE-TIE), to create new ties (KNOW), and to physically meet these new ties (MEET). These dependent variables are binary. For example, INTENSIFY is equal to 1 if the Internet user reports having intensified her ties with her relatives by means of the Internet (and 0 otherwise). We also estimate a probit model where the dependent variable (SOCIALUSE) equals 1 if the individual has already used the Internet to invest in social capital (whatever the form of investment). SOCIALUSE is equal to 0 for those who use the Internet but not for social network purposes (39% of the Internet users in our survey reported that they did use the Internet to enhance their social capital).
Independent variables
In the empirical literature on social capital, there are several methods used to measure social capital. First, social capital can be measured by the number or density of social ties with close friends (Granovetter 1973; Kraut et al. 2002; Franzen 2003) . It can also be measured by the number of associations or organizations with which the individual is involved (Putnam, 2000; Glaeser, Laibson and Sacerdote 2002) . Another measurement instrument is the level of trust in others or in institutions (Putnam 2000; Fukuyama 1999 ).
These different measurements correspond to the three dimensions of social capital identified by Wellman et al. (2001) : social network, participatory capital, and community commitment.
Our data provide information on these three dimensions. First, the size or density of a social network is measured by the frequency with which individuals spontaneously encounter friends. Three binary variables have been built: the individual spontaneously meets friends several times a day (DAY), several times a week (WEEK) and less than once a week (MONTH). We expect that those who interact more frequently with friends have a higher level of social capital and are more likely to invest online to maintain their existing social ties (INTENSIFY) as suggested in Hypothesis 4.
Concerning participatory capital, we know the number of associations, as well as the type of associations with which the individual is involved. 11 We make a distinction between (Glaeser, Laibson and Sacerdote 2002) . For this purpose, we distinguish between the number of association membership and the number of associations in which the individual is actively engaged (i.e. volunteer work for the association). 14% of Internet users reported being a volunteer in a leisure association and 6% in a civic association.
Being involved in leisure and civic associations is often a traditional form of investment in social capital (implying face-to-face contacts). An intense participation in many associations can reduce the time available to invest in social capital online. But the Internet is becoming increasingly prevalent in voluntary associations and plays a key role in their functioning. It enables members to communicate together, to coordinate remote actions, to share information, etc. Active membership should positively affect the decision to invest online to intensify social ties, especially to strengthen ties with active members of associations in which one is involved (Hypothesis 4). By contrast, it should reduce the probability of using the Internet to get to know and meet new people (less time available for meeting new virtual acquaintances).
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The last measurement of social capital is trust in others. Trust is a continuous variable with values ranging from 0 to 10 (with 0 when respondents declare that they cannot trust others and 10 if they think that a majority of people behave honestly). 13 A high level of trust towards others is presumed to be a prerequisite for investing online, especially for meeting new people. Indeed, compared to face-to-face interactions that facilitate the transmission of feelings and intentions, computer-mediated interactions can be a source of misunderstanding and mistrust (Bohnet and Frey 1999) . Note: Membership is the number of civic and leisure associations in which the individual is involved. Trust is the level of trust in others with values ranging from 0 (when respondents declare that they cannot trust others) to 10 (if they think that a majority of people behave honestly). Spontaneous contacts everyday is the percentage of individuals who declare to meet spontaneously friends every day.
The above measures of social capital provide an incomplete description of the individual's social network. It is also important to characterize the degree of dispersion of her social network. Hence, we introduce a binary variable that equals 1 when the individual's mother and father were both born in Luxembourg (PARENTS) and 0 otherwise. Having at least one parent born abroad implies a more geographically dispersed social network and increases the incentives to use the Internet to maintain contact with distant family. Nearly half of respondents have at least one parent born abroad, mostly from non-border countries (Portugal, Italy).
We also introduce a binary variable that indicates whether the individual has We also introduce demographic variables as controls: gender, age, age squared (to take into account non-linear age effects), marital status (living with a partner), household size and location (living in an urban area or not). We presume that age could exert a negative impact income allows them to live comfortably (HIGH INCOME), to make ends meet (MEDIUM INCOME) or to struggle financially (LOW INCOME). 18 An Internet user declaring better living conditions is likely to have a higher opportunity cost and is more likely to invest online to maintain her existing social ties (Hypothesis 2), but less likely to use the Internet to create new virtual ties (Hypothesis 3).
Correction for selection bias
The probit models on the different forms of online social investments are estimated on the population of Internet users. But if this population is different from the general population, estimates can be biased (selection bias). Indeed, the decision to maintain social ties and/or to meet new people by means of the Internet is conditional on the choice of using the Internet.
And this decision of adopting the Internet is influenced by the amount of individual social
capital which also plays a key role in online investment choices.
This bias can be corrected by applying the Heckman method (1979), which consists in first estimating the probability of Internet use and then calculating for each Internet user the inverse Mills ratio (this corresponds to the normal density function divided by the normal cumulative function). In the second step, this ratio is introduced into the probit models of social capital investment as an explanatory variable. The estimated coefficient RHO, associated with the inverse Mills ratio, measures the correlation in the errors of the Internet use model (selection probit) and the model of online social capital investment (Maddala 1983; Breen 1996) . When this coefficient is significantly different from zero, the presence of selection bias is proven.
For the first step probit model, the dependent variable is the decision to use the Internet over the previous three months. 19 The independent variables are partly the same as in the second step. We control for demographic characteristics: gender, age, age squared, household size, marital status, location, education, and income levels. We also take into consideration the amount of social capital (frequency of spontaneous meetings, membership in leisure or civic associations, and trust). Specifically for this first step probit, we also control for the use of media other than the Internet, such as newspapers and television, since these leisure activities reduce the time available for the Internet (Attewell, Suazo-Garcia and 
Results
We first comment briefly the results for the selection probit (the decision to use the Internet). Then, we discuss the results of the second step probit (the decision to invest in social capital). We also compare the determinants of investments to maintain existing ties and to create new ties. Table 4 in the appendix displays the coefficients for the Probit selection model and indicates whether the coefficients are significantly different from zero at the 1%, 5% or 10% level. Our results show that the probability of using the Internet decreases with age and increases with education and income. Internet use is rather complementary with other IT equipment like a smart phone, GPS or DVD player. TV and the Internet seem to be substitutes, as the probability of using the Internet decreases with the time spent watching TV.
Social capital and Internet use
We do not find a similar relation between the Internet and newspapers. We now analyze the determinants of on online investment in social capital (the second step). We now consider separately the four patterns of online investments (columns 2-5 in Table 3 ).
The Internet as a means of maintaining one's social capital
Column 2 of Table 5 (INTENSIFY) displays the determinants of online investments aimed at intensifying social ties with friends and kin. Socio-demographic characteristics are non-significant, except the nationality of parents. When at least one parent was born in another country, the Internet serves to keep in touch with friends and family still living in that country. As education, income, mobility and IT skills have no effect on the decision to maintain existing social capital by means of the Internet, we find no empirical support for Hypotheses 1, 2 and 5.
A high level of trust in others increases the probability of maintaining social capital through the Internet. We also find interesting relations between participatory capital and online investments. These results are quite consistent with hypothesis 4. Being actively involved in many associations or just a member of several leisure associations encourages individuals to use the Internet to intensify their interactions with their existing social network.
Hence, complementarities exist between online and offline investments in social capital when the offline investments correspond mainly to volunteer activity or leisure organization membership. The results also suggest that people tend to invest less online when they are members of civic associations, but this effect is only significant at the 10% level.
Otherwise, people who meet friends several days a week are more likely to interact online with their friends than those who meet friends rarely (less than once a week) or very frequently (every day). This can be interpreted as weak evidence that certain Internet users tend to substitute face-to-face contacts by computer-mediated contacts with their relatives.
Intensive use of the Internet to communicate with friends reduces the time or the necessity to meet them physically. But this substitution effect can also arise from the difficulty of meeting friends frequently (job constraints, transportation, etc.) and in such cases, the Internet is a convenient tool for maintain contact everyday (at anytime and anyplace). This substitution effect is only true for those who have a rather intense sociability (those who meet their friends several days a week tend to use the Internet more to communicate with them than those who meet their friends daily). But Internet users who don't have a large social network (i.e. who rarely meet friends spontaneously) also tend to make less use of the Internet to communicate with their friends.
Finally, an unemployment experience increases the probability that the Internet will be used to maintain existing ties with friends and family.
Column 3 of Table 5 (RETIE) shows similar effects for trust and leisure membership.
Moreover, individuals who live in an urban area tend to use the Internet to establish contact with relatives again.
The Internet as a means of creating new social capital
Investments via the Internet to diversify or renew social capital (columns 4 and 5 of Similarly, the amount of social capital (sociability and membership) has no impact on the possibility to meet new people online. Trust has a weak positive impact (only significant at 10%). Trust seems to matter more for maintaining ties with friends and kin than for creating new ties, because it is probably more difficult to place trust in anonymous persons met on the
Internet (Markey and Wells 2002).
Heavy Internet users (IT-skilled users) are more likely to meet new acquaintances. This is consistent with our hypothesis 1. Finally, having parents born abroad increases the probability of using the Internet to diversify one's social network.
Discussion and conclusion
Our article has examined how Internet use can affect the formation and maintenance of social capital. Our conceptual framework highlights the importance of costs and benefits when deciding to invest in social capital. From this perspective, the Internet can decrease the cost of investing in social capital and soften the depreciation rate of social capital. Computermediated communication enables to abolish distance and facilitates many-to-many interactions. People who have a high level of social capital or who experienced mobility in the past should have higher incentives to invest in social capital online, mostly to maintain it.
To test these predictions, we have used the European Social Survey on Luxembourg households conducted in 2002. Table 6 summarizes our hypotheses and our results. Our results point quite consistently to the conclusion that a rich social capital environment fosters Internet use to maintain one's social capital. We find complementarities between online investments to strengthen existing ties and active participation in associations (especially leisure associations in which face-to-face contacts are important). However, our results show no impact of geographic mobility on the decision to invest in social capital online. We only find weak evidence of geographic effects when one or both parents were born in another country. One explanation could be that our measure of mobility is rough and partial. We only know whether people have been living in the country for more or less than five years. But we do not take into account geographic mobility inside the country or professional mobility that can also affect social capital. 24 Further investigation needs to be undertaken to test the idea that the widespread diffusion of the Internet could stimulate individual mobility by reducing one of the main obstacles -the fear of depreciating one's individual social capital.
Our results suggest that income and education levels have no or little influence on online investments in social capital. These investments seem to be driven mostly by the stock of social capital and age, with significant differences between young and old generations.
Meeting new people online seems to be quite specific to young generations. Consequently, young people could have social capital composed of more weak ties (a more sparsely-knit social network). This may attenuate social support and aid that they could obtain from strong ties, but they may gain access to more information and ideas according to the strength of weak ties theory (Granovetter 1973) .
These results illustrate the vital role played by the Internet in the formation of social capital, even though the links between strong-tie and weak-tie investments or between online and face-to-face investments are extremely complex and require further study. The use of panel data, instead of cross-sectional data, could certainly improve the analysis of causation between face-to-face investments and online investments in social capital. Panel data could allow us to more accurately measure the consequences of online investments for the composition and stock of social capital.
Another improvement would be to collect more precise data on the nature of online investments (type of Internet usage, time spent on each social online activity, number of virtual friends…). (2000): "Social capital refers to connections among individuals -social networks and the norms of reciprocity and trustworthiness that arise from them." 9. Note that these individual investments in social capital can generate positive externalities (such as when an individual joins a club), but can also have negative externalities (e.g. when a person looks for a position envied by others). 10. The latter is a sub sample of the respondents who report having made new acquaintances using the Internet, and have decided to meet their virtual friends physically. Malcom R. Parks and Kory Floyd (1996) found that many relationships initiated online resulted in face-to-face meetings. 11. However, we are unable to calculate the exact number of association memberships. Because the individual only declares whether she belongs at least to one association (for each type of associations).So we cannot discriminate between an individual who is engaged in one sport club and the one who attends several clubs. 12. Except if the individual is engaged in online associations, through which she can meet new acquaintances. Unfortunately our data does not make a distinction between online and offline associations. 13. However, Edward L. Glaeser et al. (2000) questioned the reliability of trust inferred from such declarative answers. Glaeser et al. (2000) found that responses were often imperfectly correlated with trust derived from an experimental trust game. 14. The two means are statistically different at the 1% level. 15. But the two means are not statistically different 16. The means are also statistically different at the 5% level. 17. Low education corresponds to a pre-high school level, medium education to a high school level and high education to the university level. 18. We have also checked for correlation between independent variables introduced in our econometric models. Except for Age and Partner (negatively correlated), we do not find any significant correlation. Moreover, the test of Variance Inflation Factors (VIF) has not revealed a presence of collinearity in our econometric estimations. VIF measures the inflation in the variances of the parameter estimates due to collinearity that could exist among the independent variables. Even if there is no formal criteria for deciding if a VIF is large enough to affect the predicted values, the VIF of the independent variables in our probit models can be considered as reasonably low (lower than 2). 19. We have chosen Internet use during the last three months (whatever the place) rather than Internet access at home, since individuals can also use the Internet elsewhere (at work, at school, in public places). Among survey respondents, 80% were connected to the Internet at home, 37% at work, 25% at their school/university, and 15% elsewhere (public library, association). 20. This variable is equal to 1 for watching TV less than half an hour, 2 for watching TV between half an hour and one hour, 3 for watching TV between one hour and one hour and half, etc. 21. Estimations were run in STATA 8. 22. The % of concordance is obtained by calculating the predicted values of online investments (the dependent variable) for each individual. When the predicted value is lower than 0.5, the predicted probability is equal 0, when it is higher than 0.51, the predicted probability equals 1. Then, we compare the observed and predicted probabilities to obtain the % of good prediction, called percentage of concordance.
23. It is fairly consistent with the conclusions of Parks and Roberts (1997) , according to whom the majority of personal relationships on the Internet, in particular via chat-rooms (Multi-User Dimension, Object Oriented: MOO) are established with members of the opposite sex. 24. However, intra-region mobility is limited because Luxembourg is one of the smallest nations in the world with an area of 2,586 square kilometers or 998 square miles. Log-likelihood -1019. 225 -1035.807 -1002.908 -950.8828 -892.5412 
